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EVER READY Nnomu will to 
marketing a new tuiaJea *Uel 
Kicked mjecior razor complete with 

five nUde* garlv in November for 
#* lid Next month Wilkinson's 
new double edge safety razor—(he 
first oi this type ever produced by 
the company—will be marketed 
nationally backed by a 1120,000 
pre-Christmas advertising campaign. 
It will %«ll tor 22t 6d with five 
blades included in the price. 

These moves indicate that the 
fteht for a larger share of the raror 
blade market rs being revived again 
after a lull broken only by sporadic 
sniping among the big m*nufac 
turers m recent months. Despite 
the fact that Wilkinson hopes to 
profit from sales of the razor itself, 
razor* mainly represent ** Ion 
leader* ” which the blade makers 
use to sell more blades. The theory 
is thtt once the blade is triad the 
user will come back for more of 
the ame brand--although there are 
no figure* available to show how 
vizongly this observation can be 
applied. 

Personna. the smallest of the 
three main manufacturers, is the 
bigacst dispenser of free blades 
with or without razors, and its 
claims tor a steadily increasing 
shire of the market are primarily 
based on this operation. Earlier 
this year 5m. samples went off 
with tins of Tom Thumb cigars, 
and since then the Total Oil com 
pany ha* been givma away blades 
with every four ealTons of petrol 
purchased At me moment Per 
*onna i* in trouble with the Code 
oi Advertising Practice Committee 
lot what It considers “knocking 
cops.’* and i* hurriedly res amp 
mg a new llOO.OOO Prc'* 
advertising campaign which wdl 
put another 12m. ftcc bladb* in 
the hands of householders. 

Mthough (jillettc and Wilkin- 
*on. prefer to have a razor attached 
to their giveaway blJides. the.c is 
no knowing v Kit new marketing 
techniques rr..*ui have to be tried 
-n the future to hold, let alone 
increase, market shares. The 
struggle to-day it more to promote 
brand loyalty and kacp existing 
customers than to win new ones. 

Although extravagant claims arc 
made on all tides about market 
shares—confused by various types 
of blade and methods used to 
assess the market—Mr. Roy Ran¬ 
dolph. Wilkinson's deputy chair¬ 
man. probably gets as cloee as any 


when he estimates that 40 per cent. 
of razor blade Nfter* " consistently 
buy Irorn us. and ih< olher 40 per 
cent from them:’ 1 Ikih: ot coir***: 
it (.jillettc. which, h.t* a utliei 
larger claim tharii Vkilkimon to j 
further 20 per cent, ot shavers 
without any particular brand 
allegiance 

To make sure that more 
shavers understand wtiul bund 
allegiance mean*, the major com¬ 
panies are believed to be spending 
over C2m m Pies* and television 
advertising this year to support a 
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market which is worth onlv some 
£!4m, b\ even tbc mo*t: optimistic 
reckoning. I hi* figure ha* show n 
little movement m recent year*, 
nor has the division between wet 
and di y shaving altered *.gm 
Ixantly lOughlv 1\\ pc went ot 
vhavcis favoui ekwific a/on* 

At the same tmiC liowcw . vs cl 
shave advertising expenditure h.i* 
increased b> aivoat. t ^UO.tXH) ill ihc 
pad. three year* Pcrsonn.i. pic 
ferring to use *hc bulk of ms 
budget oni sample MJiJo* .uni m 
stoic promotions, led* that 'pen*J 
mg on pure mcJu ha*. lone v.ncc 
reached a stage of diminishing 
icturn*. 

Iho may he the-reason wh\ the 
main battle lor the Made ni.rket 
i* currently taking place m chain 
stores, grocer* and supermarkets 
where in store p omotion* count 
tor more. fhi» sector accounts lor 
approximately 52 per cent ot all 
blades sold. Although prices of 
the poputai brands ate *ut in line 
with other commodities, the real 
threat in this area: is Iront the 
increase in sales nl "own bund*' 
blades made privately lor the 
various organisation*. Pcisonna is 


known to to quite Ng N this field 

i the reason for its ctafin to i It per 
Kent, share of the total mart*) but 
thcie are also various small com- 
pjn.es m ShcfbckJ. lor instance, 
whtwh will produce blades at prices 
that allow cxuemcly wide profit 
margins. 

So far this threat ts a relatively 
small one. but sales of "o*» 
brand M blades are con no tang to 
nibble away at the market shares 
of the major manufacturers. Tesco. 
for example, repons that blades 
sold under iu own label now ac¬ 
count for a ** slowly growing 10 per 
cent." of all blade sales. 

Apart from own brands, a new 
low priced stainless steel blade 
developed by two ex Wilkinson 
men has just appeared on the 
scene C ailed Jewel, and marketed 
by Blade Industries, its backers 
intend that it will carve itself a 
10 per cent, share ot the blade 
market hy the end of next year. 

I h:* rather optimistic forecast 
leaves it* competitors unruffled, 
but if the blade achieves only a 
*mall pari of its objective, the 
vtruggle to increase market shares 
among the other companies will 
become even more iniense. 

Even though a large percentage 
of all the blades produced by 
Gillette. Wilkinson and Personna 
are exported (and all repo'i an 
increasing volume oi sales m this 
areal, wuh pressure likely to in¬ 
crease considerably on the home 
market, diversification into other 
puKlticix appears to to the best 
answer for maintaining profits in 
the lutuic. 

Collette is at present streets 
ahead o! it* competitor* in this 
respect: and has launched no less 
than 15 new product* since March. 

ranging from Right Guard 
lUtodoram (the first) to the recent 
bprucc aftershave. 

Ihc success of this operation can 
be gauged from the fact that these 
line* now account for over half 
of Gillette's total turnover. 
Wilkinson, although having a grow¬ 
ing share of the market for garden 
tools, has only just started to lest 
market an aerosol shaving cream 
in the US. and Canada, and 
Personna. big in surgical hladea. 
ha* vet to show its hand. Never¬ 
theless. in the years ahead the 
prevent struggle could well be 
based on toilcteries rather than 
la/ors—but with free blades ©f 
course. 
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